FTC raps encyclopedia 


Encyclopedia Britannica Inc has 
been deceiving its own salesmen 
as well as the public in its door- 
to-door sales campaign, according 
to the ruling of a Federal Trade 
Commission (FTC) administrative 
law judge. 


The judge’s ruling said that 
salesmen were trained or encour- 
aged to deceive customers (1) 
by saying they were taking sur- 
veys (which they were not) in 
order to gain entry to homes & 
(2) by claiming to offer encyclo- 
pedia sets at special discount rates 
(which actually represented no 
discount at all). 


The ruling would require the 
company to (1) use recruiting ads 
stating that jobs involve door-to- 
door selling; (2) require salesmen 
to give customers a card clearly 
stating purpose of visit; (3) com- 
ply with FTC rules allowing cus- 
tomers of door-to-door salesmen to 
change their minds within a 3-day 
“cooling off” period after placing 
an order. 


The decision is an initial one 
& the company has announced that 
it will file an appeal. 


Train fares cut 


Amtrak, the quasi-public agency 
that runs most U.S. passenger 
trains, has announced that effec- 
tive today it is offering family 
plan fares on many medium-dis- 
tance runs not covered before. 
These runs include trips between 
New York & Montreal, New York 
& Pittsburgh, New York & Rich- 
mond. 


On family fares, husband pays 
full fare, wife & children aged 12 
through 21 receive 25% reductions 
& children aged 2 through 11 re- 
ceive 614%2% reductions. Children 
under 2 ride free. 


Another low-fare plan is being 
tested—from today until June 11— 
between a number of West Coast 
cities such as San Francisco & 
Los Angeles, Seattle & San Fran- 
cisco, San Diego & San Francisco. 
On these runs, lowered fares will 
be offered for round-trip coaches, 
with return taking place between 
7 & 21 days after the initial trip. 
When testing has been completed, 
this reduced round trip may be 
offered in other areas, 


OEO moves 


As a result of recent legislation, 
Office of Economic Opportunity 
(OEO) has become the new Com- 
munity Services Administration & 
is now an operating agency in 
Health, Education & Welfare 
Dept. (HEW). 
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President's proposals for consumer energy conservation 


Most of the headlines on President Ford’s State of the Union message 
centered on his income tax proposals & a few aspects of his comprehensive 
energy package. Often overlooked were the specific details of his proposals 


for encouraging individual consumers to save energy in their homes. The 
proposals cover: 


@ Tax credit for home insulation—The President is asking Congress 
for legislation to encourage homeowners to improve the efficiency of their 
heating & cooling systems. If passed, the law would allow a homeowner 
who installs such improvements as storm windows or insulation to take 
a 15% income tax credit against the first $1000 of his cost. The tax credit 
would thus have a ceiling of $150. (Here & there, local insulation com- 
panies are making a back-up rebate offer—if a consumer contracts to 
have the job done now, the company says it will give the consumer a 15% 
refund on the cost if the legislation is not passed by Congress. Office of 
Consumer Affairs [OCA] advises: get it in writing; compare price of any 
company making this offer with prices of other local firms.) 


@ Low-income energy conservation program—The President is asking 
Congress for legislation that would offer direct subsidies to low-income & 
elderly homeowners for certain home improvements such as insulation. 
The program would be administered by Federal Energy Administration 
(FEA) & Federal funds would be provided, through the states, to purchase 
materials. Volunteers or community groups could install the materials. 


@ Appliance efficiency standards—The President has directed the 
Energy Resources Council [CONSUMER NEWS: Nov. 1, 1974] to develop 
energy efficiency goals for major appliances, including air conditioners & 
refrigerators, & to obtain agreements within 6 months from major manu- 
facturers to comply with these goals. If agreement cannot be reached 
with manufacturers, the President will submit legislation to establish 
mandatory appliance efficiency standards. 


@ Efficiency labeling for appliances & cars—The President will ask 
Congress to enact a bill to make it mandatory for manufacturers to place 
energy efficiency labels on new appliances & cars. At present, the energy- 
efficiency labeling program for room air conditioners is voluntary [CON- 
SUMER NEWS: May 15, 1974] & so is the miles-per-gallon labeling program 
for cars. [CONSUMER NEws: Oct. 15, 1974] Another voluntary labeling 
program, for refrigerators & freezers, has just been proposed. [CONSUMER 
REGISTER, this issue] 








Recalls 


@ COLOR TELEVISION—Food 
& Drug Administration (FDA) 
announces that more than 400,000 
color television sets found to carry 
a potential radiation hazard will 
be repaired by the manufacturer 
at no cost to the owners. The sets 
are marketed under the _ trade 
names Pansonic, Penncrest (J. C. 
Penney) & Bradford (W. T. Grant 
Co.); all were manufactured by 
Matsushi Electric Co. of America. 


Panasonic model numbers are 
preceded by the letters “CT—” & 
are: 201, 300E, 701, 702, 398, 252, 
253, 254, 256, 701A, 398A, 911, 
912, 911E(VTR), 911V(VTR), 314, 
324, 704, 910, 924, 934, 994, 944, 
2514, 2524 & 2534. 


Penney model numbers are: 
2888, 2868, 2875, 2876, 2877, 2878, 
2915, 2874, 2901, 2875A, 28764, 
2877A & 2878A. 


Grant models are: 793438, 79350 
& 79301. 


According to FDA’s Bureau of 
Radiological Health, if certain 
components in the sets fail, the 
sets are capable of emitting— 
through the front of the picture 
tube & the screen—5 to 25 times 
the maximum limits allowed by 
the Federal standard for radiation 
emission. This problem is partic- 
ularly serious because the sets can 
continue to function with an ac- 
ceptable picture & appear to be 
operating normally, even if com- 
ponents fail. 


Under the correction plan sub- 
mitted to FDA by the manufac- 
turer, owners will receive certified 
letters from Panasonic, J. C. Pen- 
ney & W. T. Grant Co., notifying 
them that their sets will be modi- 
fied to eliminate the _ potential 
hazard. In addition, Panasonic has 
established a toll-free information 
number for consumers to call: 800- 
447-4700, Operator 7 (Illinois resi- 
dents call 800-322-4400). 


The action involves about 288,- 
000 Panasonic sets, 104,000 Penney 
sets & 15,000 Grant sets. 


WHAT TO DO: 

FDA advises that, until sets are 
corrected, owners should stop us- 
ing sets or should view sets from 
a distance of at least 6 feet 
(1% meters). 


@ EYE MAKEUP—Food & 
Drug Administration (FDA) an- 
nounces recall of lots of Dark Eyes 
Lash & Brow Tint. Recalled by 
manufacturer, C.E.B. Products Inc 
(formerly Dark Eyes Co Inc), 
Chicago, IL. Distribution was 
nationwide, Firm is unable to esti- 
mate amount remaining on market. 
Product contains silver nitrate 
which can cause blindness. 


New law promises improved warranties 


Consumers can look forward to products that carry better warranties, 
as a result of the Magnuson-Moss Warranty-Federal Trade Commission 
Improvement Act (Public Law 93-637), passed just before the 93rd Con- 
gress adjourned & signed last month by President Ford. 


The new law has 2 prime goals: (1) to make manufacturers provide 
consumers with straightforward & meaningful warranties—& to back 
them up; & (2) to strengthen Federal Trade Commission’s (FTC) capacity 
to protect consumers against other unfair & deceptive practices. The law 
does not make warranties mandatory for consumer products. It does set 
standards manufacturers must meet if their products carry warranties. 


Highlights of the new law: 


® Written warranties must comply with FTC rules about clarity & 
content. 

© A written warranty on a consumer product must be clearly labeled 
as either a “full warranty” or a “limited warranty.” 

@ All full warranties must meet Federal standards—to be written by 
FTC—covering repair, refund or replacement of any defective product 
at no charge & within a reasonable length of time. 

@ Where a full warranty is provided, if a defective product or part 
cannot be repaired after a reasonable number of attempts, the manufac- 
turer must give the consumer a refund or a new product or part. 

@ If a consumer is injured by a deceptive warranty or a violation of 
the new law, he or she can bring suit in the Federal or state courts & 
obtain attorneys’ fees if suit is won. Consumer class actions are allowed 
under certain conditions. 

® FTC is empowered to sue in Federal courts to obtain redress on 
behalf of consumers injured by violations of FTC rules or by unfair & 
deceptive practices. (Until now, FTC has been able only to issue cease-&- 
desist orders against manufacturers.) 

@® FTC is authorized to seek, in Federal courts, civil penalties for 
knowing violations of the FTC Act, for up to $10,000 per violation, & to 
represent itself in most civil actions. (Previously, the commission had 
to seek approval from Justice Dept. in such cases.) 

@ FTC is authorized to budget up to $750,00 yearly to pay legal ex- 


penses of consumer groups & expert witnesses appearing in FTC rule- 
making proceedings. 


Because of the complexity of procedures & regulations to be set up, 
FTC estimates that warranty provisions of the new law will not become 
fully effective for about a year. Proposed regulations will be published 
in the Federal Register. For further information about the law, consumers 
may contact Bureau of Consumer Protection, Federal Trade Commission, 
Washington, DC 20850. 


Supreme Court decision 


A recent Supreme Court decision—in the case of Jackson vs. Metropoli- 
tan Edison Co.—is of particular interest to consumers. 


The court ruled that if a consumer has not paid his utility bill, the 
utility company may cut off his service without notifying him. Plaintiff 
had claimed that—under the due process guarantee in the Constitution— 
he should have been notified & granted a hearing before service was cut 
off. The court’s decision stated that due process was not violated because 
the utility was not an agency of the government, even though it was reg- 
ulated by the state. Since significant state action was not involved, the 
due process clause did not apply, said the court. 
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More on » > + Dalkon Shield IUD 


Final recall of the Dalkon Shield intrauterine contraceptive device (IUD) 
has been announced by the manufacturer, A. H. Robins. The recalled IUD 
is the same one that had been temporarily withdrawn from the market, 
in June 1974, at the request of Food & Drug Administration (FDA), acting 
on the recommendation of 2 separate FDA advisory committees on obstet- 
rics & gynecology. The June withdrawal followed reports of cases of 
uterine infection—resulting in spontaneous abortions (miscarriages), 
including 7 fatalities—in more than 100 Dalkon Shield wearers. [CON- 


SUMER NEWS, July 15, 1974] 


Later this year, Robins Co. will replace the recalled IUD with a modified 
model. Robins has notified FDA that when the modified Dalkon Shield 
is available, the company will undertake a research study with new 
patients to examine the safety & effectiveness of this type of IUD. The 
study will require patients’ consent, & FDA will control Robins’ testing. 
FDA also will collaborate with National Institute of Child Health & Human 
Development (NICHHD) on research to determine the relative risk of 
severe complications for women using various models of IUDs. 


For the present, FDA advises that: (1) non-pregnant women now 
successfully using the Dalkon Shield have no need for removal of the IUD; 
(2) women wearing this IUD who think they may be pregnant should 


see their doctors immediately. 


After the Dalkon Shield was with- 
drawn from the market in June 1974 
FDA’s 2 advisory committees (acting as 
an ad hoc Obstetric-Gynecology Ad- 
visory Committee) examined data & held 
open hearings on the safety of the 
Dalkon Shield. The ad hoc committee’s 
report, issued in October 1974, recom- 
mended: (1) that the Dalkon Shield 
should be kept off the market until 
definitive data could be gathered; (2) 
that physicians need not remove the 
Dalkon Shield from non-pregnant women 
with no negative symptoms. 


The report gave 2 reasons for keep- 
ing the IUD off the market: (1) re- 
ports of “a notable number of deaths in 
association with pregnancy & the num- 
ber of infected pregnancies reported” 
[13 such deaths & 219 infected preg- 
nancies]; & (2) “electron microscopic 
observation of bacteria between the fila- 
ments of the multi-filament threat of 
Dalkon Shield removed from women.” 


Also included in the ad hoc commit- 
tee’s report were these points: (1) IUDs 
are a relatively safe & reliable means 
of contraception & they compare favor- 
ably with oral contraceptives; (b) the 


Save energy on your appliances 


mortality rate from IUDs is between 
1 & 10 deaths per million women per 
year, while the mortality rate with oral 
contraceptives is between 22 & 45 deaths 
per million women per year; (3) any 
woman wearing any IUD who suspects 
that she is pregnant should seek medical 
advice as soon as possible; (4) more 
research on IUDs is needed. 

In December 1974, FDA announced 
that sales of a modified Dalkon Shield 
IUD would be resumed in 1975, when 
Robins Co. would market its redesigned 
Dalkon Shield. 


The modified Dalkon Shield will have 
a single-filament tail—similar to other 
brands of IUDs—rather than the multi- 
filament tail on the original Dalkon 
Shield that was a matter of concern to 
the ad hoc committee. The question 
raised was whether the multi-filament 
tail might provide an avenue for the 
movement of harmful bacteria into the 
bodies of women wearing the IUD. 

Copies of the ad hoc committee’s re- 
port & a detailed “white paper” on the 
IUD are available from Food & Drug 
Administration Press Office (HFI-45), 
200 C Street, SW, Washington, DC 
20204. 





Check the seals around your refrigerator & oven doors. If they 
aren’t tight, adjust the latches or replace the seals to prevent loss of 


chilled or heated air. 


For a clothes dryer, separate drying loads into heavy & light- 
weight batches, since the lighter items take less drying time. 





Warning! 


@ CAR JACKS—National High- 
way Traffic Safety Administration 
(NHTSA) warns consumers that 9 
models of automotive jacks—of 40 
models tested by NHTSA—may 
collapse during use if they are 
loaded to the weight ratings given 
on the jack labels. (The weight 
rating indicates how heavy a car 
the jack will support.) 





These 9 models did nut pass 
NHTSA tests: Wizard (Western 
Auto Stores) # A5030; Drednaut 
(Auto Specialties) # 6-41601; Riv- 
erside (Montgomery Ward) # 61- 
5662; K-Mart (S.S. Kresge) # 
80511; Globe Fabricated # JS-100; 
Globe Fabricated # JS-200; Kar- 
Rite # 1052; Pathfinder # 7224 
[rated at 4,000 lbs. (1800 kilo- 
grams) capacity]; Pathfinder # 
8336 [rated at 5,000 lbs. (2250 kilo- 
grams) capacity]. 


The 2 Pathfinder models were 
sold under various brand names & 
model numbers, as follows: 


PATHFINDER 7224—Republic 
Gear # 517-003; Dart Drug # DD 
7224-2 [this model was sold with a 
4,500 lb, (2025 kilograms) capacity 
label] or 7224; Pathfinder # 80510/ 
7224; K-Mart (S.S. Kresge) # 
80511; Riverside (Montgomery 
Ward) # 61-5661; Zayres # 7224; 
Command (distributed in Canada) 
# 64-7535 or # 63596. 


PATHFINDER 8336 — Path- 
finder # 80525/8336; K-Mart (S.S. 
Kresge) # 80526; Riverside (Mont- 
gomery Ward) # 61-5662; Repub- 
lic Gear # 517-002; Command (in 
Canada) # 64-7536 or # 62598. 


WHAT TO DO: 


[] Contact dealer or manufacturer 
to learn the revised weight rating 
that has been set for the jack. 
[Pathfinder has already announced 
that weight ratings for its 2 jacks 
have been lowered by 1000 pounds 
(450 kilograms). New labels with 
the revised weight ratings will be 
sent to consumers requesting them; 
write to Labels, Pathfinder Auto 
Lamp Co., 6201 West Howard 
Street, Niles, IL 60648. Pathfinder 
has also announced that defect has 
been eliminated in jacks currently 
being produced.] 


OO] Notify NHTSA of any cases of 
jack stand failures; write to Office 
of Consumer Services, N40-41, Na- 
tional Highway Traffic Safety Ad- 
ministration, Transportation Dept., 
400 7th St., SW, Washington, DC 
20590. Include make, model num- 
ber, conditions of use, type of 
failure. 


[See “Safety tips,” page 4] 
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Safety tips for jacks 


National Traffic Highway Safe- 
ty Administration (NHTSA) has 
released these suggestions for 
safe use of automotive jack stands: 


@ Use jack stands that are 
weight-rated by manufacturer. 


@ Inspect stands at time of 
purchase & periodically during use. 
Look for cracks, deformation, miss- 
ing welds, bent pins. 


@ Use jack stands only on fiat, 
level, hard surfaces. 


@ Lower load onto stand very 
slowly. 


@ Know the load (weight) to 
be supported. Never exceed rating 
on jack stand label. 


@ Use stands only in pairs. 
@ Support vehicle under the 
axle or frame parts only. Center 


load on support plate. 


@ Use wheel chocks to prevent 
vehicle from moving. 


@ Keep bystanders away from 
vehicle. 


@ Do not work under vehicle 
with tires removed, 


@ Do not use stand if it is 
bent or corroded. 


Facts on product safety 


Fact sheets on product safety, published by Consumer Product Safety 
Commission (CPSC), cover a broad range of products & problems. For a 
free single copy of any fact sheet listed below, write to Information, 
U.S. Consumer Product Safety Commission, Washington, DC 20027; or 
call the toll-free hotline, 800-638-2666 (in Maryland, 800-492-2937). 


#1—Power Lawn Mowers 

#2—Power Hedge Trimmers 

#3—Bathtub & Shower Injuries 

#4—Tent Flammability 

#5—Non-Glass Doors 

#6—Stairs, Ramps, Handrails & Land- 
ings 

#7—Power Saws (excluding Chain 
Saws) 

#8—Swimming Pools 

#9—Kitchen Ranges 

#10—Bicycles 

#11—TV Fire & Shock Hazards 

#12—Fireworks 

#13—Carbon Monoxide 

#14—Lead Poisoning 

#15—Tricycles 

#16—Extension Cords & Wall Outlets 

#17—Flammable Fabrics 

#18—Insecticides & Pesticides 

#19—Glass Doors & Windows 

#20—Infant Falls 

#21—Poisonous Household Products 

#22—Playground Equipment 

#23—Flammable Liquids 

#24—Laundering Procedures for Flame 
Retardant Fabrics 

#25—Federal & State Standards for 
Fabric Flammability 

#26—Floors 

#27—Snowmobiles 

#28—Matches & Lighters 

#29—Skiing & Skiing Equipment 

#30—Standards Development under the 
Consumer Product Safety Act 

#31—Repurchase of Banned Hazardous 
Substances 


#32—Substantial Hazards—Section 15 
of the Consumer Product Safety 
Act 

#33—Aerosols 

#34—Space Heaters & Wood & Coal 
Burning Stoves 

#35—Bicycle Standard 

#36—Wringer Washing Machines 

#37—Glass Bottles 

#38—Mini-Bikes 

#39—Mobile Homes 

#40—Christmas Decorations 

#41—Plastics 

#42—Football & Football Equipment 

#43—Crib Safety—Keep Them on the 
Safe Side 

#44—Fireplaces 

#45—Fondue Pots 

#46—Poison Prevention Packaging 

#47—Toys 

#48—* 

#49—Toboggan Sleds & Snow Discs 

#50—Electric Blenders, Mixers, Chop- 
pers/Slicers & Grinders 

#51—Chain Saws 

#52—* 

#53—U pholstered Furniture 

#54—Electric Baseboard Heaters 

#55—* 

#56—* 

#57—Smoke Detectors 

#58—Vinyl Chloride 

#59—* 

#60—“Trouble Light” Shock Hazards 

* Still in preparation. 
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